To be competitive with rivals, charitable organizations must rely on carefully formulated promotion programs. The literature, however, provides mixed advice on the effectiveness of charitable appeals. As a result, there is a need for research to identify their prevalence and effectiveness. The present research conducts a content analysis of charitable promotions and finds that more than 55% appeal to selfless consumer motives (i.e., altruism). A subsequent experiment reveals that appealing to more selfless (i.e., altruism) versus less selfless (i.e., reputation) consumer motives results in consumers having a more favorable attitude toward the charitable organization.
| INTRODUCTION
In addition to accumulating money, people like to "give" it away. In the United States, giving to charitable causes has increased nearly every year since 1976. In 2016, more than $350 billion or approximately 2.1% of gross domestic product was given to charitable organizations, largely (72%) from individual consumers. To what extent is such giving motivated by selfless or altruistic motives? Altruism refers to selfless actions done for the direct benefit of others, rather than the self (Fehr & Fischbacher, 2003) . Whether philanthropic consumer behavior is the result of altruism, however, remains a contested point in the literature (e.g., Andreoni, 1990) .
If consumer giving is indeed motivated by altruism, then appealing to altruism should be an effective promotion strategy. On the other hand, should this not be the case, then appeals to altruism should prove less effective than appeals to other motives. In addition to altruism, previous research suggests other consumer motives that could promote philanthropic behavior including: awareness of need, solicitation, costs and benefits, reputation, psychological benefits, values, and efficacy (Schroeder, Dovidio, Penner, & Piliavin, 1995; Liu & Wang, 2010; Pallotta & Ricketts, 2012; Bennet, 2007; Bennett & Savani, 2011; Pudelek, 2012; Bainbridge, 2003; Edginton-Vigus, 2007; Roberts, 2009) .
Given the many motives possibly driving consumers' charitable giving, charitable organizations can have trouble in determining their promotion strategy. Necessarily, they cannot cover every possible strategy and tactic. Rather, they must restrict their efforts to appeals that have the best chance of helping the organization meet its strategic objectives. The present research provides charitable organizations, a considered view on the use of appeals in their promotion program.
An exploratory content analysis of charity promotions is conducted to assess the extent that charity promotions are appealing to consumer motives thought to drive philanthropic behavior (for a review, see Bekkers & Wiepking, 2007) . Based on the results of the content analysis, an experiment is then conducted to assess the efficacy of charity promotions that include an appeal to more versus less selfless consumer motives. The results of this research provide managers with needed input on the use of charitable appeals in their promotion program. The results also inform the ongoing debate in the literature on altruism's role in philanthropic behavior. Contrary to previous research (e.g., Andreoni, 1990; Andreoni, Rao, & Trachtman, 2017) , the present research supports appealing to altruism in the promotion program of charitable organizations, especially when targeting lowinvolvement consumers.
| BACKGROUND
Nearly 90% of U.S. consumers give money to charity (DellaVigna, List, & Malmendier, 2012) . In 2016, individual consumers gave approximately The literature, however, is mixed regarding the effectiveness of appeals to altruism versus more selfish consumer motives in promoting charitable giving (e.g., Andreoni, 1989 Andreoni, , 1990 Bardsley, 2008; Harbaugh, Mayr, & Burghart, 2007; Ribar & Wilhelm, 2002 ). Harbaugh et al. (2007 , for instance, find evidence for altruism based on their research on the neural correlates of giving behavior. On the other hand, Andreoni (1989) and Ribar and Wilhelm (2002) argue against charitable giving being the result of altruism. Instead, they posit that giving to charities benefits the giver by increasing their psychological wellbeing (i.e., the warm-glow hypothesis). In addition, List and Lucking-Reiley (2002) find that charitable giving is enhanced by incentivizing the giver rather than appealing to altruism.
Such research suggests that philanthropic behavior may be motivated by factors other than altruism. Indeed, previous research finds that in addition to altruism, philanthropic behavior is motivated by awareness of need, solicitation, costs and benefits, reputation, psychological benefits, values, and efficacy (Schroeder et al., 1995; Liu & Wang, 2010; Pallotta & Ricketts, 2012; Hammond, 2004; Bennet, 2007; Pudelek, 2012; Bainbridge, 2003; Edginton-Vigus, 2007; Roberts, 2009) . Such research suggests that there are many factors that can motivate consumers' philanthropic behavior. As a result, charitable organizations are likely to have difficulty in determining which consumer motives their promotions should appeal to.
A first step toward answering this question can come by assessing the prevalence of the various charitable appeals in the promotions of relevant charitable organizations. The basic rationale of such an initial assessment is that if a given appeal is popular in the promotions of relevant charitable organizations then there is prima facie evidence that it may have proven merit. In turn, the present research first conducted an exploratory content analysis to identify the extent that charity promotions appeal to altruism versus the various other consumer motives thought drive philanthropic behavior, including awareness of need, solicitation, costs and benefits, reputation, psychological benefits, values, and efficacy (e.g., Bekkers & Wiepking, 2007) .
| CONTENT ANALYSIS

| Overview
This exploratory content analysis was conducted in the context of charitable organizations concerned with animal welfare. Millions of dollars are given to animal welfare charities in the United States each year (Charity Navigator, 2017), and there is a lack of empirical research on appropriate promotion strategies for animal welfare charities (Lindahl & Conley, 2002; Nelson & Vilela, 2009; Smith & Schwarz, 2012) . The content analysis focused on printed promotion material, that is, direct mailers, sent to current and potential donors and other contributors through the mail. Direct mail is widely employed for both for-profit and nonprofit promotions (Diepen, Donkers, & Franses, 2009 collected over a 2-year period. Only unique direct mailers were included in the final sample, and the sample was not limited to charities focusing on a specific type of animal welfare (e.g., dogs). The sampling was purposive; a member of the research team, whom is an expert and actively involved with animal welfare charities, solicited direct mailers from animal welfare charities with active direct mail campaigns in the United States.
Four content analysts appraised 50 randomly drawn (without replacement) promotions from the total sample of direct mailers.
These appraisals resulted in the creation of action categories containing similar actions found in the various promotions. For instance, the action category "Mention charity sanctuary efforts" included actions such as establishing, sanctuaries, operating sanctuaries, and establishing no-kill policies for animal sanctuaries. Reliability was estimated using a chi-square test of homogeneity that indicated that the analysts' categorizations did not differ significantly at the α = 0.05 level (Krippendorff, 2012) .
Next, following O'Connor and Adams (1999), a promotion appeal coding scheme was developed based on the consumer motives associated with philanthropic behavior (e.g., Bekkers & Wiepking, 2007) .
Using this coding scheme, two analysts worked independently to classify each action category with a promotion appeal. Their reliability was assessed using Cohens Kappa, which indicated "substantial agreement" in the analysts' classifications (κ = 0.72, p < 0.001, 95% CI [0.58, 0.85]; Landis & Koch, 1977) . Both analysts agreed on 42 of the 55 classifications (76.4%). To settle cases of disagreement, a third analyst was employed to determine which of the previous analyst's classifications best aligned with each action category where there had been disagreement (n = 13; Neuendorf, 2002) .
Finally, a popularity estimate for each appeal was made by calculating the average popularity of its corresponding action categories.
The results revealed that "altruism" was the most popular appeal in the sampled promotions (M = 55.9%, SD = 37.5%). As shown in 
| DISCUSSION
The results of this exploratory investigation provide initial insight on the extent that charitable promotions are appealing to the various consumer motives thought to drive philanthropic behavior. In particular, the results provide prima facie evidence for the use of altruistic appeals in charity-based promotions. On the other hand, the analysis provides less support for appealing to more selfish consumer motives (e.g., reputation). Such evidence, however, assumes that more effective appeals are those that are most used by charitable organizations.
To help overcome this assumption, an experiment is needed that compares the efficacy of more versus less selfish appeals in the context of a charity promotion. An experiment will also help to build on the inductive and discovery-focused approach of the content analysis.
Although supported by the interpretivist paradigm (Denscombe, 2002) , such an approach does not cater to null hypothesis significance testing or casual inference.
Despite our exploratory analysis providing evidence for the popularity of altruism appeals, as discussed, there is conflicting experimental evidence in the literature on their effectiveness in promoting philanthropic behavior (e.g., Andreoni, 1989 Andreoni, , 1990 Bardsley, 2008; Harbaugh et al., 2007; Ribar & Wilhelm, 2002) . Much of this research, however, has been conducted to inform models of economic theory (e.g., Andreoni, 1989 ) rather than to aide managers in selecting appropriate promotion strategy. Thus, there is a need to empirically test, in the context of charity promotions, how an appeal to altruistic versus more selfish consumer motives affects relevant outcomes for a charitable organization.
Desired outcomes for charitable organizations are typically the giving of time and money but they can also include higher brand or cause awareness, and more favorable attitudes toward the organization. An experiment could help to inform charitable organizations on whether they should appeal to more selfless (e.g., altruism) or less selfless (e.g., reputation) consumer motives to achieve their desired results, such as creating more favorable consumer attitudes toward their charity.
In addition, an experiment could help in understanding whether a consumer's involvement with a charity affects whether an appeal to more versus less selfless motives results in a more positive consumer attitude toward the charity. Direct marketing, whether online or offline, allows marketers to adjust their communications to best appeal to specific consumer segments. For example, through a direct marketing campaign, a charitable organization could target new or existing donors or members of their organization (Smith & Berger, 1996) . Existing members are likely to have higher involvement with the charitable cause than will those who have yet to join the organization or donate toward the cause (White & Peloza, 2009) . Thus, research is needed to understand whether altruism appeals are equally effective across consumer segments with high versus low involvement. To meet these needs, the present research conducted an experiment to address the following research questions:
The popularity (%) of appeals to consumer motives associated with philanthropic behavior in the direct mail promotions of animal welfare charities R1. Does a charity promotion that appeals to more selfless consumer motives result in more favorable consumer attitudes toward the charity than a promotion that appeals to less selfless consumer motives? R2. Does consumer involvement with a charity moderate the effect of more versus less selfless appeals on consumer attitude toward the charity?
| EXPERIMENT
Building on the findings of the previous exploratory content analysis, an experiment was conducted to assess the effect of appeals to more versus less selfish consumer motives in the context of a charity promotion. The experiment was conducted between-subjects, and participants were randomly assigned to view a promotion that appealed to either less selfless (i.e., reputation) or more selfless (i.e., altruism) consumer motives. The results of this experiment inform our research questions and provide managers with needed insight on whether their charity promotions should appeal to altruism and whether the success of altruism appeals depends on consumer involvement.
| Participants and procedure
A total of 276 participants were recruited and paid using Amazon Mechanical Turk. Participant samples recruited using Mechanical Turk are typically more diverse than college samples, and their performance on survey tasks has not been shown to be affected by pay rates (Paolacci & Chandler, 2014) . In the present study, all participants lived in the United States, and except for having a higher female to male ratio (66.3% female), the sample's demographics resembled those of the U.S. population (www.census.gov): their average age was 37.45 years (SD = 12.78) and 76% reported an annual income less than $60,000.
Each participant was randomly assigned to one of two conditions in which they viewed a promotion for an ostensible animal welfare charity. Between-subjects, the promotion was manipulated so that it appealed to either less selfless (i.e., reputation) or more selfless (i.e., altruism) consumer motives. The appeal used in the promotion was manipulated by varying the copy content in the promotion, whereas all other aspects of the promotions were held constant across conditions (e.g., Drolet et al., 2007) . As shown in Figure 2 , the more selfless appeal contained the sentence "Please donate and you will help save an animal's life," whereas the less selfless appeal contained the sentence, "Please donate and your name will be included in our public list of donors."
Participants were shown their condition-specific promotion and their attitude toward the charity was assessed (e.g., Brown & Stayman, 1992) . Participants were asked to indicate their agreement (1 = strongly disagree, 7 = strongly agree) with the following statements: "I like this charity," "I would respond favorably to this charity's promotion," and "I have a positive attitude toward this charity." These items showed high reliability (a = 0.93) and were averaged to create a composite measure of "attitude toward the charity" (e.g., Chen & Wells, 1999) .
Participants were also asked to rate their involvement with this type of charity by indicating their agreement (1 = strongly disagree, 7 = strongly agree) with the statement "I am highly involved with animal welfare charities." In addition, participants provided demographic information including age, gender, and income.
| RESULTS
An analysis of covariance was estimated that included promotion appeal, consumer involvement, and their interaction term as predictor variables. Attitude toward the charity was the dependent variable, and the model included income, age, and gender as control variables (Table 1) . Informing R1, the results revealed a significant effect of promotion appeal on attitude toward the charity, F (1, 269) = 10.09, p < 0.01; attitude toward the charity was more positive in the more selfless (i.e., altruism) appeal condition (M = 5.38, SD = 1.08) than in the less selfless (i.e., reputation) appeal condition (M = 5.08, SD = 1.26).
As seen in Table 1 , participants' annual income and their involvement with animal welfare charities also had significant main effects (p's < 0.05) on attitude toward the charity, with higher income and FIGURE 2 Promotion stimuli used in the more selfless (i.e., altruism) appeal condition (left) and in the less selfless (i.e., reputation) appeal condition (right) involvement with animal welfare charities resulting in more positive attitude toward the charity.
Informing R2, the promotion appeal by consumer involvement interaction term was also significant, F (1, 269) = 6.91, p < 0.01. To understand the nature of this interaction, a subsequent spotlight analysis (Hayes, 2013 , Model 1) was performed. Specifically, the interaction was probed by testing the conditional effects of promotion appeal (coded: 0 = less selfless appeal, 1 = more selfless appeal) at three levels of consumer involvement, one standard deviation below the mean, at the mean, and one standard deviation above the mean, using 5,000 bootstrap samples. As shown in Table 2 , the more (vs. less) selfless promotion appeal was associated with more positive attitude toward the charity when consumer involvement was one standard deviation below the mean (p < 0.01), but not when consumer involvement was at the mean or one standard deviation above the mean (p's > 0.05). These results suggest that the effect of more (vs. less) selfless appeals are more effective at increasing positive attitude toward a charity when consumers have lower involvement with a given charitable cause (e.g., animal welfare).
| Discussion
The results of the experiment provide support for charities' use of appeals to more (vs. less) selfless consumer motives in their promotions. This finding aligns with our exploratory content analysis, which found that appeals to altruism were the most popular type of appeal in the direct mailers of animal welfare charities. However, as noted, the popularity of a promotional approach only provides prima facie evidence for its effectiveness. The present study, through experimentation, provides a direct empirical test on the effectiveness of appealing to altruistic consumer motives in the context of a charity promotion. Attitude toward the charity was found to be more positive when the charity's promotion appealed to more selfless (i.e., altruistic) rather than less selfless (i.e., reputation) consumer motives. This finding suggests that charities should consider the use of altruistic appeals in their promotions.
Importantly, the results also suggest that this approach will be most effective among consumers that have lower involvement with a given charitable cause. Based on the present study, appeals to selfless motives should prove especially beneficial when targeting consumers not highly involved with a given charitable cause (e.g., animal welfare). Previous research finds that consumer involvement levels can affect the effectiveness of promotional appeals (Chen & Wells, 1999; Zaichkowsky, 1986) . When involvement with a product or service category is low, consumers are less likely to elaborate on the promotion and are more likely to engage in bottom-up (vs. top-down) processing of the promotion (Laurent & Kapferer, 1985) .
In relation to the present study, such research suggests that more (vs. less) selfless appeals should be more effective when elaboration on the promotion is low. On the other hand, the observed differential effect of appealing to more versus less selfless motives on attitude toward the charity may be less pronounced when elaboration on the promotion is high. Based on these findings, managers should consider the involvement level of their target consumers when choosing their appeal strategy. It is important to note, however, that in the present study, the more (vs. less) selfless appeal had a positive overall effect on attitude toward the charity. This suggests, that charities will do well, on average, by appealing to more (vs. less) selfless consumer motives in their charitable promotions.
| GENERAL DISCUSSION
The results of the present research support the use of altruistic appeals in the promotions of charitable organizations. The results of the exploratory content analysis lend initial support for the use of altruism appeals in the promotions of charitable promotions by finding that appeals to altruism are more prevalent than appeals to other consumer motives associated with philanthropic behavior (Bekkers & Wiepking, 2007) . Additional support for appealing to altruism in charity promotions comes from our experimental study in which appealing to more (vs. less) selfless consumer motives was found to result in more favorable consumer attitudes toward a charitable organization.
This effect was found to be most pronounced among consumers with lower (vs. higher) involvement with animal welfare charities.
Such results suggest that appealing to altruism may prove particularly effective when targeting segments of consumers that are not currently involved with a given charity's cause, for example, animal welfare. A focus on creating more positive attitudes toward a charity is important considering that attitude toward a charity is likely an antecedent to other desired consumer outcomes, such as the giving of time or money. For instance, though not specific to charitable giving, previous research finds that higher purchase intentions are likely to result from more positive brand attitudes (e.g., for a review, see Brown & Stayman, 1992) . Such research suggests that altruism appeals may be most beneficial for raising cause awareness and consumer sentiment toward the organization.
In general, the findings from the present research should aide charitable organizations in developing appropriate promotion strategy.
Identifying effective promotion strategy is paramount for charities to effectively promote their cause and compete in an increasingly competitive market (DellaVigna et al., 2012; Charity Navigator, 2017) . In turn, there has been a need for empirical research on the effectiveness of promotion strategies in the context of charitable organizations, especially in relation to animal welfare charities (Lindahl & Conley, 2002; Nelson & Vilela, 2009; Smith & Schwarz, 2012) . The present research helps to fill this gap in the literature by offering managers empirically based guidance on whether their promotions should appeal to selfless consumer motives, such as altruism.
From a theoretical standpoint, the present research also speaks to the ongoing debate on altruism. Currently, the literature is mixed on whether altruism motivates charitable giving (e.g., Andreoni, 1989 Andreoni, , 1990 Bardsley, 2008; Harbaugh et al., 2007; Ribar & Wilhelm, 2002) . The results of the present research suggest that altruism is associated with philanthropic behavior and that managers should consider appealing to altruism in their promotion program. This suggestion is in line with previous research on advertising, which promotes the use of appeals that are congruent with the cause of the organization (Drolet et al., 2007; Kim et al., 2017) .
Future research should consider how appealing to altruism affects the success of promotions on interactive and emerging media platforms.
The present research was limited to printed promotional materials; however, charitable organizations are increasingly extending their digital footprint. Nonprofit organizations, such as Technology, Entertainment
Design talks, United Nations Children's Fund, Public Broadcasting service, and National Public Radio, currently boast a large footprint in social media, with hundreds of thousands of followers on prominent social media platforms such as Twitter, Facebook, and Instagram. As a result, there is a need to consider how appealing to more (vs. less) selfless consumer motives affects consumer engagement with charitable organizations' digital marketing campaigns. For example, how might appealing to altruism affect online consumer-to-consumer sharing of promotional content such as hashtags (e.g., #GivingTuesday) and viral video (e.g., Ice
Bucket Challenge)?
On the basis of the present research, which finds altruism appeals to work especially well among consumers with low involvement, there is also the possibility that altruism appeals may work especially well in social media. In social media, consumer involvement is often low because of the number of ads competing for a consumer's attention (Elliot, 2017; Hollebeek, Glynn, & Brodie, 2014) . This is especially the case when accessing social media via mobile devices, and yet an increasing number of consumers, especially millennials, are consuming marketing content on social media using mobile devices (Hamelin, Gbadamosi, & Peters, 2017) . Such shifts in the marketing landscape provide an opportunity for charitable organizations to reach the needed millennial consumer (Gorczyca & Hartman, 2017) .
The present research is limited in that it focused on direct mailers;
however, drawing on the present results, managers are urged to consider appealing to altruism when targeting millennial consumers in social media, especially when targeting mobile users. Managers may also consider gender-based segmentation, as altruism appeals have shown more effective for garnering charitable support from women versus men (Paulin, Ferguson, Schattke, & Jost, 2014 
